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The front-office employee is an important source of customer loyalty, which contributes to the competitive 
superiority of the bank, since it is always in direct contact with the customer. Thus, their behavior is essential to 
maintain this relationship. The main objective of this article is to study the impact of the behavior of front-office 
employee, satisfaction and trust in the customer loyalty of bank customers. The analysis of the results confirmed 
the existence of a significant relationship between the different variables on the loyalty of bank customers. 
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The fierce competition that now exists in the financial sector generates a major concern for 
financial institutions to establish a long-term relationship with their customers (Jacoby and 
Chestnut, 1978; Dick and Basu, 1994; Uncles and Laurent, 1997; Zeithaml and al, 1996; Oliver, 
1999). Indeed, ensuring customer loyalty has become the main criterion of corporate success 
(Reichheld and Schefter, 2000). 
In the same sense, the relational approach emphasizes the interaction between contact 
personnel and the client, which has become a crucial relationship often described as the moment 
of truth (Normann, 1991), thus promoting the development and maintenance of long-term 
relationships. It provides a relevant theoretical basis for understanding and explaining this 
relationship between contact personnel and the customer, ensuring an opportunity for 
differentiation and personalization of the suggested services. (Crosby, Evans and Cowles, 1990; 
Perrien and Ricard, 1995; Hartline and Ferrell, 1996; Dolen and al, 2002). 
Trust and satisfaction are major antecedents of fidelity, which are conceptually different but 
related (Crosby and al., 1990; Dwyer and al, 1987). According to Anderson and Weitz (1989), 
trust plays a driving role in the relationship, since it reinforces the intention to cooperate and 
the parties' expectations in terms of the continuity of the relationship, while some authors 
explain satisfaction as the consumer's emotional response to a meeting or service relationship 
(Liljandar and Roos, 2001). 
The interest of this article is to confirm the existence of relationships between the front-
office employee, satisfaction, trust and loyalty. According to some studies conducted on the 
impact of some components of relationship marketing (such as satisfaction and trust) on loyalty, 
Bergeron et al. (2003) identified trust and satisfaction as having a significant impact on loyalty. 
With this increased competition and changing customer behavior, it has become mandatory for 
staff to maintain long-lasting relationships with customers, gaining their trust, satisfaction and 
loyalty, hence the question: "What is the impact of the behavior of front-office employee, 
satisfaction and trust on customer loyalty in the banking sector? » 
Our article focuses on the impact of front-office employee, satisfaction and trust on customer 
loyalty in the banking sector. Its main objective is to analyze the impact of the behavior of front-
office employee, satisfaction and trust on the loyalty of bank customers, as well as the impact 
of the behavior of front-office employee on satisfaction and trust. 
In a first place, the conceptual framework will be presented in order to define the different 
concepts related to the problematic and the objective of the article, namely : the behavior of 
front-office employee, the satisfaction, trust and loyalty of bank customers, followed by an 
exposition of the hypotheses and the research model, then a presentation of the methodology 
applied for the realization of this article, then the results of the in-depth analysis of the data 
collected, and finally the discussion of the results presented. 
 
2. Literature review and hypothesis development 
Loyalty has been the subject of much research (Jacoby and Chestnut, 1978; Dick and Basu, 
1994; Zeithaml and al, 1996; Oliver, 1999), it has become the focus of marketing researchers, 
thanks to changing consumer expectations and tough competition, and has been the subject of 
much debate to the present day. According to Payne and Webber (2006), it is defined as "a 
sense of attachment and affection for the organization, its people, services or products, 
demonstrated by their intention to continue the business relationship. It is presented as a deep 
commitment to re-purchase a product or use a service without taking into account situational 
factors and marketing efforts that may lead to a change in purchasing behavior (Kotler, and al., 
2006). 
Customer satisfaction and rising customer expectations have created a competitive climate 
in which the quality of the relationship between the customer and the bank has become more 
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important, in some cases more important than the product itself (Smith, 1990). This is how the 
role of the contact staff comes into play between the customer and the bank. Its role is to 
anticipate customer needs, in the personalization of service delivery and in the creation of 
relational links with the customer, which leads to customer loyalty (Lovelock and al., 2008).  
Contact personnel are those who are directly and personally involved in the production of a 
service with the customer (Eiglier, 2002). Thus, contact personnel can be defined as any 
employee who is at the forefront of the organization and maintains direct contact with clients 
(Nguyen and Leblanc, 2002). In addition, he or she is responsible for service delivery, conflict 
management, convincing, satisfying and retaining the customer in order to keep a lasting partner 
in the company (Lovelock and Wright, 2002). Nevertheless, Bitner et al. (1990) focuses on the 
discretionary aspect of the behavior of service personnel. They say that the customer will be 
more satisfied during a service meeting when staff proceed with skill, firmness and competence 
to solve their problems. 
The concept of trust is of great importance in service marketing. Several authors identify 
trust as a fundamental factor in the development of a relationship between a bank and a client 
(Berry, 1995; Perrien, Filiatrault, and Ricard, 1993). The results of the studies by Crosby and 
al. (1990) and de Zineldin (1995) indicate that the degree of confidence firms have in their 
banks directly influences their level of loyalty.   
In relationship marketing, according to Morgan and Hunt (1994), trust exists when one party 
enters into a relationship with another that it considers credible and honest. Thus, according to 
Anderson and Weitz (1989), trust plays a driving role in the relationship, since it reinforces the 
parties' cooperation and expectations for the continuity of the relationship. In the banking field, 
Perrien and Ricard (1994) confirm that the solidity of a relationship between the bank and its 
customer is based on mutual trust, from which the banker expects the customer to provide him 
with any information likely to help him in his operations. In return, the customer wants his 
banker to offer him a personalized service with the best possible conditions.  
It should be noted that trust can also be defined as an antecedent of fidelity, and several 
authors agree that trust is a crucial component of the relational approach (Evans and Cowles, 
1990; Leuthesser, 1997; Smith, 1998; Dorsh and al, 1998; Boles and alii, 2000). For Crosby 
and al. (1990) confidence has an effect on the duration of a relationship, just as Zineldin (1995) 
reports that fidelity is highly dependent on the level of confidence. 
We can highlight that customer satisfaction is a priority for banking managers, since 
effective and efficient management of service quality has an impact on customer satisfaction 
and represents a competitive advantage for the company (Kangis and Passa, 1997). Note that 
satisfaction is a key variable in the development of a long-term relationship, as is trust (Crosby 
and al. 1990). Thus, for Dufer and Moulin (1989), satisfaction is an internal state that 
accompanies the confirmation of aspirations relating to the consumption project, the latter 
integrating expectations developed about the products and the related performance standards.  
According to Anderson and Mittal (2000), the literature on the satisfaction-loyalty 
relationship indicates the existence of a direct, linear and positive relationship between the two. 
Bloemer and alii (1998) also examined the relationships between service quality, satisfaction 
and loyalty. They concluded that quality of service had an indirect effect on loyalty through 
satisfaction, and that satisfaction had a direct effect on loyalty. 
 
2.1. Hypotheses development  
Based on the conceptual links we found drawing on literature, our goal is to test and assess 
the impact of the behavior of personnel in contact, confidence and satisfaction on loyalty and 
the relationship between trust and behavior of staff in contact, and between the latter and 
satisfaction.  
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In many studies, the aspect of the behavior of front-office employee is specifically identified 
in the context of the quality of services. According to Lovelock and Wright (2002), contact staff 
is an important source of customer loyalty, which contributes to the competitive superiority of 
the service company. Since the seller or service staff is always in direct contact with the 
customer, their behavior is an essential element in maintaining this relationship, even when 
strengthening their loyalty to the company (Crosby and al. 1990; Williams, 1998). 
H1: “The behavior of front-office employee has a significant and positive impact customer 
loyalty.” 
In the banking sector, Bloemer and alii (1998) studied the relationship between quality of 
service, satisfaction and loyalty. They concluded that quality of service had an indirect effect 
on loyalty through satisfaction and that satisfaction had a direct effect on loyalty, which they 
recommended that research be conducted to better understand the concept of loyalty in the bank 
.Also according to Anderson and Mittal (2000), the literature on the relationship 
satisfaction/loyalty indicates the existence of a direct, linear and positive relationship. 
H2: “Satisfaction has a significant and positive impact on customer loyalty.” 
Several authors admit that trust is a critical component of the relational approach (Evans and 
Cowles, 1990 ; Henning-Thurau and Klee, 1997 Leuthesser, 1997 ; Smith, 1998 ; Dorsh ET 
alii, 1998 ; Boles and alii, 2000). For Crosby and al. (1990) Trust has an effect on the duration 
of a relationship, as Zineldin (1995) points out that loyalty is highly dependent on the level of 
trust. 
H3 : “Trust has a significant and positive impact on customer loyalty.” 
Front-office employee must be customer-oriented in order to generate satisfaction by being 
able to meet expectations (Williams1998; Petitjhon and alii 2000). According to Ganesan 
(1994), satisfaction is a fundamental factor in a relationship between two partners, since it 
increases their cooperation and minimizes the risk of breaking their relationship. Vanhamrne 
(2001) admits satisfaction as a mediator of consumer behavior after purchase and that it has 
consequences on loyalty and word of mouth. 
H4: “The behavior of front-office employee has a significant and positive impact on customer 
satisfaction.” 
Moorman and alii (1993) define trust as " the will to rely on an actor in whom one trusts ", 
Morgan and Hunt (1994) add that trust is supposed to be the perception of seriousness and 
integrity shown by the person with whom one is in relationship. Several researchers insist that 
trust comes from honesty and the wholeness of the other party (Crosby, and al.1990). 
H5: “The behavior of front-office employee has a positive impact on customer trust.” 
The figure below summarizes all the variables mobilized in this research as well as our 
hypotheses: 












  Source: Authors 
Customer satisfaction 
The behavior of 
front-office employee 
Customer trust 
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3. Research method or methodology  
The choice of data collection method is in the form of a survey, the approach most commonly 
used in marketing research, where information is collected through a questionnaire offered to 
individuals (Astous, 2005). The selection of respondents was based on a non-probability 
convenience sampling method. The size of our sample is defined according to the method of 
convenience. Thus, we resolved to interview 101 customers of the bank, regardless of their age, 
gender, seniority and their choice of agency. 
 Data collection took place over a 2-week period, resulting in a total of 101 respondents, in 
order to have the sample size required to test the validity and reliability of our measurement 
instruments. The choice of data collection method is survey, which is the most commonly used 
method in marketing research. Information is collected through questionnaires provided to 
individuals (d'astous, 2005). This is a technique we use in our research, where face-to-face 
surveys are chosen to verify some information, to check the answers of respondents, and to 
avoid misunderstanding of questions. 
Following the reasoning of Astous (2005), the data collection method was used for two main 
reasons: the nature of information to be obtained (no-personal information is requested, 
anonymity and confidentiality are respected) and available time (time constraint was very 
present, because the majority of people said requested pressed and do not have enough time to 
respond; the survey took about 10 minutes). 
Convenience sampling involves rationally identifying respondents who can accurately 
represent the study population. The choice of this method is mainly justified by the fact that it 
was the most appropriate to allow us to meet our relatively short deadlines. 
The questionnaire administered in this study consists of five sections: The first concerns 
general client issues (age, gender, seniority and choice of agency). The second section, relates 
to respondents' views on the behavior of front-office employee, whether they are satisfied or 
dissatisfied. The third section measures the degree of client satisfaction with their relationship 
with the behavior of front-office employee. The fourth section focuses on the level of customer 
confidence, and the fifth section looks at customer loyalty. 
Throughout the different sections of the questionnaire, our items are presented in the form 
of questions using a Likert scale ranging from 1 "strongly disagree" to 5 "strongly agree". Some 
of the measurement instruments we have chosen for our concept are adopted from several 
research studies through our literature review: 
Table 1: List of items 
 







Staff work quickly and efficiently (CP1) Sirdeshmukh and 
alii (2002) 
 Staff treat you with respect (CP5) 
I find that the representative has the skills to respond to 
client requests (CP2) 
Graf, (2004) and 
Julien and Dao, 
(2006) 
 
I find that the representative provides accurate and 
reliable information on operations (CP3) 
The representative acts as if he or she considers the 
client to be valuable (CP4) 
Staff is available (CP6) Morgan and Hunt, 
(1994) 
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The level of satisfaction during the last operation (SATISFS1) Nefzi (2008) 
 My experience with this bank has always been pleasant. 
(SATIS2) 
Would you say that you are generally satisfied with your 
bank? (SATIS3) 
I'm delighted with the relationship I've established with 




If we were dissatisfied, the representative would show a 
lot of flexibility so that our relationship would continue. 
(CF1) 
Graf, (2004) and 
Julien and Dao, 
(2006) 
I find that the representative is very receptive to client 
requests (CF4). 
Staff are honest with customers (CF2) Sirdeshmukh and 
alii (2002) 
In the event of a problem, my bank would, in my view, 
make a major effort to resolve it. (CF3) 
Chouk and 
Perrien, (2005) 





I like the performance and service of this bank. (FT1)  
McMullan and 
Gilmore, (2003) 
and Oliver (1999) 
 
I believe that using the services of this bank is 
preferable to other banks. (FT2) 
The staff makes enough effort to retain you. (FT4) 
This bank is exactly what I'm looking for in a bank. 
(FT5) 
I will always choose this bank before the others. (FT3) Olivier (1999) 
I will always continue to choose the features of this 
bank before the others (FT6) 
Source: Authors 
 
A pre-test of our questionnaire was carried out with 10 respondents, in order to avoid 
ambiguous questions. The results of the pre-test evoked some problems of understanding on 
some questions, to remedy this, a reformulation of these questions was made to clarify our point 
of view. 
 
4. Results and discussion  
We can firstly note that our sample is composed of 69% men and 31% women, we can also 
point out that their level of seniority in 36.6% of cases exceeds 15 years. It is important to note 
that among our respondents 32.7% chose their agency for convenience, 24.8% for its proximity 
and 14.9% for the competence of its employees. 
 
4.1. Validity and reliability analysis  
Verification of the reliability and validity of the measurement instruments used is necessary 
before testing and estimating our research model. According to Perrien, Chéron and Zins 
(1983), reliability is defined as the degree to which the research instruments used consistently 
measure the construct under study, while validity is the degree to which these instruments 
capture the construct under study.  
Principal Component Analysis (PCA) and Cronbach's alpha will allow us to verify the 
validity and reliability of our measuring instruments. Note that factor analysis represents a set 
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of multivariate statistical methods whose main objective is to define the latent structure behind 
our concepts.  
This will allow us to identify the underlying dimensions of each concept, which will allow 
us to identify the items that are highly correlated with each other and then group them together 
within the same factor that will then be used for the simple and multiple regression that we have 
chosen to test and evaluate our research model. 
 According to the KMO test (Kaiser-Meyer-Olkin), the use of factor analysis for the study 
variables is justified since the KMO>0.5 and sphericity test (p=0.000) criteria were met for all 
of our measurement instruments (Daghfous, 2006).  
The Kaiser-Meyer-Olkin test gives a value of 0.913 for the analysis of the behavior of front-
office employee. As shown in Table 2, the CPA has identified a component with an initial eigen 
value of 5.561 greater than 1. This component alone explains 69.513% of the variation in our 
concept. It comprises six items (CP1, CP2, CP3, CP4, CP5, CP6) with a Cronbach's alpha of 
.977. 
Table 2: Factor matrix of the behavior of front-office employee 




Source: Made from the analysis of our database 
For the analysis of client satisfaction, the Kaiser-Meyer-Olkin test gives a value of 0.693, 
the statement "I am delighted with the relationship I have established with the staff of this bank 
(SATIS4)" was deleted as its score was too low (0.291).  
Table 3 summarizes the CPA result, we obtained a single component with an initial 
eigenvalue (Eigenvalues) of 2.416 which is greater than 1. This component alone explains 
60.409% of the variation in our model and includes 3 items (SATIS1, SATIS2, SATIS3), its 








The Component  Statements 
Staff work quickly and efficiently (CP1) 
 
 Staff have the skills to respond to client requests (CP2) 
 
 Staff provide accurate and reliable information on operations (CP3) 
 
 Personnel act as if they consider the customer to be valuable (CP4) 
 
 Staff treat you with respect (CP5) 
 


















  Sum of the squares of the factors selected for rotation 69.513 
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Table 3 : Customer satisfaction factor Matrix 
 
The Component Statements 
The level of satisfaction during the last operation (SATISFS1) 
 
My experience with the staff of this bank has always been pleasant 
(SATIS2) 
 
Would you say that you are generally satisfied with your bank ? 
(SATISFS3) 
 
I am delighted with the relationship I have established with the staff of 











Sum of the squares of the factors selected for rotation 60.409 
Source: Made from the analysis of our database  
 
With regard to customer confidence, the Kaiser-Meyer-Olkin test gives a value of 0.705. The 
item "If there is a problem, I believe that staff would make a significant effort to resolve it. 
(CF3)" was deleted because his score was too low (0.301). Table 4 shows that the CPA has 
identified a single component with an initial eigenvalue (Eigenvalues) of 2.464 which is greater 
than 1. This component alone explains 60.409% of the variation in the concept. This component 
includes 3 items (CF1, CF2, CF4), its Cronbach's alpha is equal to 0.854. 
 
Table 4: Customer confidence factor analysis 
The Component Statements 
If you were dissatisfied, the staff would show a lot of flexibility so that 
your relationship continues. (CF1) 
 The staff is honest with the customers. (CF2) 
 
 In the event of a problem, staff would, in my view, make significant 
efforts to resolve it. (CF3) 









Sum of the squares of the factors selected for rotation 61.591 
                                            source: Made from the analysis of our database  
While the analysis of customer loyalty, the Kaiser-Meyer-Olkin test gives a value of 0.568, 
the item "I will always continue to use the services of this bank in preference to competitors. 
(FT6)" was deleted because his score was too low (0.350). The CPA has identified a single 
component with an initial eigenvalue (Eigenvalues) of 2.585 greater than 1 (Table 5). This 
component alone explains 43.089% of the variation in our model. This component consists of 
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Table 5 : factor analysis of customer loyalty 
 
The Component  Statements 
I like the performance and services of this bank. (FT1) 
 
 I believe that the use of the services of this bank is preferable to other 
banks. (FT2) 
 
  I will always continue to choose this bank before the others. (FT3) 
 
 
 The staff makes enough effort to keep you loyal. (FT4) 
 
 




 I will always continue to use the services of this bank out of preference 














Sum of squares of factors selected for rotation 43.089 
Source: Made from the analysis of our database 
 
4.2. Simple linear regression analysis 
We have chosen regression analysis, which will allow us to verify the relationship between 
loyalty and the different independent variables, and also to test the relationship between the 
behavior of front-office employee with satisfaction and trust. Figure 2, below, explains the 
different relationships between our variables. 
 














From Figure 2, we can see that the model relating the behavior of front-office employee to 
customer loyalty is significant, with a sig equal to 0.000 less than 0.05. Let us add that its impact 
is positive with a value of regression coefficient equal to 0.649, of which its R-two displays 
0.421 so this model is a linear model with an acceptable explanatory power. From these results 
it can be concluded that the behavior of contact personnel has a significant and positive impact 
Customer satisfaction 
The behavior of 
front-office employee 
Customer trust 
Customer loyalty (H1) R²=.421 
 
(H2) R² =.640 
 




(H5) R² =.404 
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on customer loyalty, so hypothesis 1 "The behavior of contact personnel has a significant and 
positive influence on customer loyalty" is validated.  
There is a significant relationship between customer loyalty and the independent variable 
"satisfaction". This test gives us a Sig of 0.000 with an R-two equal to 0.640 which represents 
a linear model with good explanatory power, as can be seen in Figure 2, without neglecting its 
strong and positive effect of 0.800. Indeed, 64% of the variance in customer loyalty is explained 
by customer satisfaction with the service provided by staff and the bank. According to our 
results, it can be concluded that bank customer satisfaction has a significant and positive impact 
on customer loyalty, which means that assumption 2 "satisfaction has a significant and positive 
influence on customer loyalty" is validated. 
According to our results, we can notice that the model that relates customer confidence to 
customer loyalty is significant, with R-two equal to 0.629, which means 62.9% of the variance 
of customer loyalty is explained by the customer's confidence in the staff, with a sig equal to 
0.000 less than 0.05, so this model is a linear model with a good explanatory power since its R-
two is between 0.5 and 0.7 with a positive regression coefficient of 0.629. Based on these 
results, we can conclude that customer confidence has a significant and positive influence on 
customer loyalty, which allows us to validate hypothesis 3 "Confidence has a significant and 
positive impact on customer loyalty". 
For the impact of the behavior of front-office employee on satisfaction, we can say through 
Figure 2 that there is a relationship between the behavior of front-office employee and customer 
satisfaction. This test gives us a Sig of 0.000 with an R-two equal to 0.424 which represents a 
linear model with acceptable explanatory power, since its R-two is between 0.3 and 0.5, 
explaining 42.4% of the variance of satisfaction with a relatively strong and positive effect of 
0.651 knowing that its regression coefficient is higher than 0.5. Thus, the relationship between 
the behavior of front-office employee and customer satisfaction can be said to be significant 
and positive, which leads us to confirm the fourth hypothesis: Hypothesis4 " the behavior of 
front-office employee has a significant and positive impact on customer satisfaction" is 
validated. 
The results give us a significance of 0.000 less than 0.05 with an R-two equal to 0.404 which 
represents an acceptable linear model explaining just 40.4% of the variance of the confidence, 
let us add an impact of the regression coefficient which is relatively strong and positive of 
0.635. This confirms the existence of a relationship between the behavior of front-office 
employee and client trust, defined as significant and positive (Figure 2). This means that 
hypothesis 5 " the behavior of front-office employee has a positive effect on customer 
confidence" is validated. 
 
4.3. Discussion  
The results of the regression analysis carried out show that the behavior of front-office 
employee has a significant and positive impact on bank customer loyalty, meaning that bank 
customer loyalty increases as the level of the behavior of front-office employee increases. 
The existence of a significant and positive relationship between bank customer satisfaction 
and loyalty has been confirmed, which supports research already applied by other authors. 
According to Anderson and Mittal (2000), the literature on the satisfaction/loyalty relationship 
indicates the existence of a direct, linear and positive relationship. Also Bloemer et alii (1998) 
examined the relationships between service quality, satisfaction and loyalty and concluded that 
service quality had an indirect effect on loyalty through satisfaction and that satisfaction had a 
direct effect on loyalty.   
Hypothesis 3 has been validated, confirming the existence of a significant and positive 
impact of trust on bank customer loyalty. This result justifies the research of Ndubisi et al. 
(2006) who argue that trust is an important element in business-customer relationships and in 
building loyalty and add that banks should strive to earn the trust of customers. According to 
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Crosby et al. (1990) confidence has an effect on the duration of a relationship, just as Zineldin 
(1995) reports that fidelity is strongly dependent on the level of confidence, so the results of 
Crosby et al. (1990) and de Zineldin (1995) indicate that the degree of confidence firms have 
in their banks directly influences their level of loyalty.   
Concerning the analysis of hypotheses four and five, it was found that the behavior of front-
office employee has a significant and positive impact on both variables (satisfaction and trust). 
Explaining later the particular importance of trust in the relationship between staff and 
customers (Maister, 1993 and Teece, 2003), asserting that the behavior of front-office employee 
ensures quality production conducive to customer satisfaction and loyalty (Lee et al, 2006). 
 
5. Summary and conclusions:  
The central objective of the work was to verify the impact of the behavior of front-office 
employee on the satisfaction, trust and loyalty of bank customers as well as the impact of 
satisfaction and trust on the loyalty of bank customers.  
However, the analysis of the results allowed us to validate the five hypotheses proposed, 
confirming that there is a significant and positive relationship between the behavior of front-
office employee, satisfaction, trust and loyalty of bank customers, and that satisfaction has a 
great influence on customer loyalty followed by the behavior of front-office employee.  
This article has two contributions at the same time, the first one, which is a theoretical 
contribution, allows us to confirm the existence of the relationship between the different 
variables studied (the behavior of front-office employee, satisfaction, trust and loyalty of the 
customers) in our Moroccan context, knowing that several studies have verified it (Bergeron et 
al, 2003 ; Alrubaiee and Al-Nazer, 2010, Talghani, 2011) in their respective environments. 
However, for our model to be more efficient, it is better to integrate other variables in order to 
deepen the research.  
The second contribution is of the managerial term, reading the results, we can see the 
importance of the behavior of front-office employee, satisfaction and trust, in this case it is 
recommended to marketing managers, to carefully select the customer service representatives 
when recruiting by developing their know-how through continuous training based on customer 
orientation, a proactive reaction of the staff to determine in advance the needs of their 
customers, to make the passage of customers through their agency is an original, interesting and 
pleasant experience in a memorable atmosphere, without forgetting the means that can increase 
customer satisfaction, is to install a complaint handling system offering fast and efficient 
services, thus processing requests with professionalism and respect, allowing customers to feel 
valued. 
Nevertheless, as with any research work, it is important to recognize limitations and the need 
for further study. The first limit is the sample size, which we recommend to be larger. Second, 
we should have included sub-variables that can further explain the nature of the relationship 
such as the two dimensions of the behavior of front-office employee (competence/expertise and 
kindness/respect) as well as the four dimensions of loyalty (cognitive loyalty, affective loyalty, 
conative loyalty and action loyalty). 
 To this end, we are considering in future research work to include variables that can further 
explain the relationship between the customer and the provider of the banking service, either 
by introducing service personalization, since it is conceived as a key determinant of customer 
satisfaction, trust and loyalty, without forgetting that service personalization is a crucial means 
of retaining and retaining customers, or remain in the same context and add other variables that 
will allow further research, one may even ask the following question : "What is the impact of 
contact personnel on customer loyalty through personalization? "In this case the variable 
"personalization" will take on the appearance of the mediator variable. 
Najwa Dorhmi & Ilham El Haraoui. Analysis of the impact of the behavior of front-office employee, trust and satisfaction on 
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